SERVING AMERICA’'S ARMY
U.S. ARMY COMMUNITY AND FAMILY SUPPORT CENTER

freedpock

INFORMATION ABOUT ARMY MORALE, WELFARE, AND RECREATION

Funding Flexibility Returns, but Don’t
Call it Reimbursement; Call it USA

August 1997

Reimer on Quality ................. 3
Summer Hires at Hoffman ..... 7
Public/Private Partnering.... 10
Fresh Approach to MIS ....... 11
Sports Junkies’ Dream ........ 16
The Play’s The Thing........... 22
BosniaWatch at Bragg ........ 25

i“'ﬂ

This soldier Ieaped into the hlstory books asa
national champion. For her story, turn to p. 24

By Harriet Rice

Remember the date: July 23, 1997. It
was a day of rejoicing in the Pentagon
that reverberated throughout the MWR
community as Assistant Secretary of De-
fense for Force Management Policy Fred
Pang signed his name to a memorandum
that returns funding flexibility for MWR
programs.

The subject of the memo doesn’t re-
veal much: DOD Morale, Welfare, and
Recreation Utilization, Support and Ac-
countability Practice.

But the first paragraph says it all. “This
directive-type memorandum establishes
the DOD MWR USA Practice for the use
of Appropriated Funds for the MWR pro-
gram through the MWR Nonappropriated
Fund Instrumentalities.”

But don’t call it reimbursement. “The
reason DOD is calling it USA Practice is
because they want to make the distinc-
tion that we’re not just bringing back
reimbursement,” said Priscilla Pazzano,
chief of the Financial Management Of-
fice in CFSC’s Financial Management
Directorate.

She explained the differences be-
tween the old “reimbursement” and the
new USA Practice:

*1) The NAFI has to specify in writing
in advance exactly what MWR expenses
the government or APF is going to pay
in each fiscal year.

*2) The funding flexibility is applicable
to any authorized APF MWR expense.

Old-timers in MWR will remember
how it started in 1981. “That’s the first
time we recall reimbursement actually
being used,” said Pazzano, herself a 26-
year MWR veteran. “There was nothing
that actually authorized [reimburse-
ment]. It was a concept in which we said
we don’t have enough general schedule

(APF) spaces and we’ve got NAF people
doing work that is supposed to be paid
for by the government,” she explained.
“So, if you had a recognized, vali-
dated requirement for a general schedule
space on your personnel table of distri-
bution and allowances, but you could
not get a GS space, you could place a
NAF employee in that position and re-
imburse the NAFI with APF for the
cost.” Supplies, equipment, furnishings,
and contracts were not included.
Pazzano went on to recall the rest of
the history. Reimbursement was discon-
tinued in 1992 by direction of Congress.
Why? “There were various documents
issued that spoke to how [reimburse-

Please turn to page 4

CFSC Joins Back
to School Effort

New Human Resources mission
focuses on partnering with education

By Anne Sellmansberger

As September approaches, school
bells ring and customers flood local
businesses displaying “Back to school”
sale signs as America’s school-house
doors swing open once again.

But the seasonal sale of educational
supplies and sundries is not the only sign
of return to the academic arena. Every
September, the Department of Education
kicks off its America Goes Back to
School program and, this year, the Army
has jumped on board as well.

A nationwide initiative by parents,
community leaders, educators, employ-
ers, and other adults, America Goes
Back to School focuses attention on



Command Perspective

MWR is Financially Sound in the Aggregate; Now
the High Priority Goal is 100 Percent Automation

The summer heat and humidity are siz-
zling here in northern Virginia. Through
the haze, | can see the rippling heat waves
shimmering over the Potomac River from
my office window.

I know it’s just as hot and humid out
there where you are in the midst of your
biggest summer programs — Miller Lite
Dog Days Concerts, carnivals, festivals,
and youth camps. Thousands of soldiers,
civilians and their families across the
Army are having a great summer, thanks
to you. That includes the soldiers of Op-
eration Joint Guard and the MWR special-
ists downrange with them.

As | view MWR in the aggregate,
things are going extremely well in our pro-
grams as well as in the nonappropriated
fund business world. The evidence is in
the visible successes of our programs.
Some samples:

*Public praise from the Commander-in-
Chief for our child care programs.

*New facilities springing up around the
world — more than $200M worth of NAF
major construction: a guest house at Fort
Buchanan, Puerto Rico; an RV Park at
Fort Huachuca, Ariz.; a community activi-
ties center at Camp Humphreys, Korea;
and expansion to the guest house at Camp
Ederle, Vicenza, Italy, to name a few.

*Nine eateries like Primo’s, Primo’s
Express, and Sports USA are thriving on
seven installations. A Reggies’ Beverage
Company is on tap for Fort Irwin, Calif.

*World Class Athlete Spc. Niambi
Dennis took the national triple jump title at
the 1997 USA Track and Field Champion-
ships. It’s been 20 years since a soldier
won a national track and field title.
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Why is this happening? There are
several reasons, but I think the biggest
reason is focus.

Focus by the MWR Board of Directors
— your “voice” from the field, the senior
commanders representing the field through
the MWR Working Group and the Executive
Committee — who are receptive and come to
consensus on issues presented to them.

Focus by commanders and MWR staff
on making the right people-based business
decisions, using good business practices,
benchmarks, and other working-smarter
efficiencies.

One of these efficiencies is automation.
As many of you know, CFSC began a ma-
jor management information system
project three years ago, a project approved
by the MWR BOD. The goal was and is to
help MWR program and financial manag-
ers make informed business decisions by
providing them with user-friendly, off-the-
shelf, commercial, program-specific com-
puter software. You know the ones |
mean: Rectrac! Golftrac! Foodtrak.

It is no secret that this project has pre-
sented some challenges. You’ve told us
what they are, and we are re-grouping to
address them. First and foremost, we must
get the program users involved right up
front. As a first step, we are setting up two
model sites at Aberdeen Proving Ground,
Md. and Fort Sill, Okla., where we are
installing and working with all the soft-
ware and hardware.

The computer support staff is working
side-by-side with the end users on a daily
basis. After they work out any glitches, we
will take the lessons learned and apply

them to the rest of the installations so ev-
eryone will benefit. Please, if you haven’t
already, do your part, hook up and use the
programs.

| consider this a very high priority; au-
tomation is a key component of success
in today’s business environment. If there is
still anyone in the MWR community who
is not computer literate, or if there are any
locations where automation and computer
training are taking a back seat to other pri-
orities, | would suggest this is not an area
in which cutting or reducing funds makes
sense if you expect to operate successful
MWR activities in the 21st century.

Kudos to those installations that have
dedicated websites, established intranet capa-
bilities, and use e-mail to market MWR, to
communicate with us, other installations,
MACOMs and deployed soldiers.

Congratulations on your successes;
and always, thank you for taking care of
soldiers and the Army family.

= 0 NlLblle

EVAN R. GADDIS
Brigadier General, USA
Commanding

Maj. Gen. David Arthur Whaley Takes ACSIM Reins

Maj. Gen. David Arthur Whaley became the
fourth assistant chief of staff for installation manage-
ment in July following Maj. Gen. Randolph House’s
promotion to lieutenant general and reassignment as
commander, Eighth U. S. Army, Korea.

Whaley, a native of Rhode Island, was com-
missioned in Officer Candidate School and has
attended the Transportation Officer Advanced
Course, Army Command and General Staff Col-
lege, and the Industrial College of the Armed
Forces.

He holds a BS degree in business administra-
tion from the University of Rhode Island and an
MBA degree from Adelphi University.

His most recent assignments include direc-
tor of logistics, G-4, U.S. Army Forces Com-
mand; commanding general, U.S. Army Trans-

portation Center and Fort Eustis/fcommandant,
U.S. Army Transportation School, Fort Eustis,
Va.; commanding general, Military Traffic
Management Command, Eastern Area,
Bayonne, N.J.; and deputy commanding gen-
eral for operations and transportation, 22nd
Support Command, Saudi Arabia.

Whaley also served tours in Vietnam and
Thailand. His joint assignments included duty
as a war planner in the Office of the Joint
Chiefs of Staff in the Pentagon.

His decorations include the Distinguished
Service Medal (with Oak Leaf Cluster), the
Defense Superior Service Medal, the Legion of
Merit (with Oak Leaf Cluster), the Bronze
Star, and Meritorious Service Medal(with two
Oak Leaf Clusters).




Reimer Speaks to Army Quality Managers:
Stresses Empowerment, Customer Focus

by Gerry J. Gilmore

The Army Chief of Staff wants leaders
to use quality management principles em-
ployed by civilian corporations “to prepare
our forces so that they can help shape and
respond to the future world.”

“Leadership must be committed to To-
tal Army Quality and [realize the impor-
tance of] customer service,” Gen. Dennis
J. Reimer said to 250 Army quality man-
agers at an Army Day TAQ session in
July. The one-day session was held prior
to the 10" Annual National Conference on
Federal Quality in Washington, D.C., at-
tended by 2,000 federal personnel.

Quality management is people-based
and involves “commitment and serving
customers in the best way possible,”
Reimer said. Quality management, he
added, involves three principles: leader-
ship, empowerment, and process improve-
ment.

Redstone Arsenal cited

“I"d like to cite [for quality manage-
ment leadership] Redstone Arsenal’s
[Huntsville, Ala.] Welcome Committee,”
Reimer said. “They’ve taken the Army’s
sponsorship program to a new level. They
have a partnership between the civilian
community and military personnel.

“People not only feel welcome when
they come to Redstone Arsenal, they also
become much more productive earlier.
That is a benefit not only to Redstone Ar-
senal, but also to the United States Army.

“The second principle is to be able to
empower and enable employees ... to use
their ideas to make things better. A good
example of that is at Fort Sill [Okla.],
where the director of public works asked
the question ‘If hotel chains can use an
electronic lock system [used in the place of
metal keys to unlock doors], why
shouldn’t it be good for the Army?” They
implemented that idea [in transient billet-
ing and soldiers barracks]... which saved
money and made customers a lot happier.
That’s another example of TAQ at work.

“The third principle is continuous pro-
cess improvement. [That’s] asking your-
self “What is the process?” and ‘How can
we improve it?” The Corps of Engineers in
Philadelphia improved a process to get rid
of hazardous waste, eliminating three
times as much waste more safely at less
cost and saving millions of dollars.”

Enable employees ... use their
ideas to make things better.

Today, the Army’s people can help
“change the Army for the future and
change it for the better,” Reimer said.

“As a customer, | need your help in
spearheading this change,” he said.
“Change is never easy and it’s never easy
for successful organizations such as the
United States Army. But, we must capital-
ize on the good ideas that are out there.
We must capitalize on efficiencies. We
must capitalize on strategic planning. We
must do this in all areas, but we must par-
ticularly do this in the area of business op-
erations.

A revolution in business

“We will not have a revolution in mili-
tary affairs unless we have a revolution in
business affairs. To do that, we must take
advantage of what industry has to offer
and what we know works ourselves and
make this the most efficient organization
possible.”

George Gallagher, director of CFSC’s
Strategic Planning Directorate, partici-
pated in the Army Day Symposium which
was part of the July conference. He sum-
marized the conference in one sentence:
“Total quality management is about em-
powering people.”

He continued, “Good ideas come from
all levels of an organization. The person
who works the process is the person who
best knows how to change the process.

?)
File photo

“The second thing is that TQM or TAQ is
about customers. We empower people so
they will provide better quality services to our
customers,” he said. “Empowerment isn’t
something that comes about instantaneously.
It starts with flattening organizations, reduc-
ing layers of inefficiency, and reducing the
number of filters between the people who
work the processes and senior management,”
explained Gallagher, noting how sometimes
that means changing the organizational
structure.

CFSC is ahead

Gallagher had lots of opportunities to
network and share lessons learned. He also
had an opportunity to compare where
CFSC is relative to other federal agencies
along the quality continuum.

Asked where CFSC stands in such a
comparison, Gallagher answered, “The
fact that [CFSC] has entered the Army
Performance Improvement Criteria pro-
cess, and the fact that we have con-
ducted our self-assessment and are writ-
ing an application for the President’s
Quality Award, which is based on the
Malcolm Baldrige National Quality
Award, puts us light years ahead of most
federal agencies.”

[Army News Service. Harriet Rice contributed to this
story]

Letter

To Commander, CFSC:

On behalf of the Rock Island Arsenal
soldiers, their family members, and the
civilian community, | would like to ex-
press our heartfelt appreciation and
gratitude to the cast and crew of the
1997 U.S. Army Soldier Show.

Through their enthusiasm, creative
energy, talent, and patriotism, these sol-
diers provided our community with 90
minutes of magic and wonder. They cap-
tured our imagination and created a vi-
sual tribute to our most valuable re-
source: the soldier.

Their contribution to the morale and
welfare of our community was immea-
surable. Thank you for this stirring per-
formance; it was truly first class.

Sincerely,
Steven L. Roop

Colonel, U.S. Army
Commanding
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Funding Flexibility continued from page 1

ment] should operate, but there was
never one definitive policy and no coor-
dinated DOD guidance,” she revealed.

“That was really the problem. Con-
gress didn’t feel it really had a handle on
how reimbursement was being used,
what it was being used for, and what the
ground rules were.”

Commanders and the MWR commu-
nity really liked the management flex-
ibility reimbursement gave them, and
they lobbied heavily for its return. Con-
gress always left the door open to return
to the concept contingent upon DOD
officials writing and issuing comprehen-
sive guidance, rules and parameters.

Pazzano said services representatives
as well as the DOD comptroller, pro-
curement, and quality of life/MWR offi-
cials worked hard on the new guidance
so reimbursement or a program similar
to it could be reinstated.

“DOD sent a report to Congress say-
ing they intended to issue guidance and
make it effective Oct. 1. Congress has
voiced no objection and all we were
waiting for was the official guidance.

No conversions

“We worked with DOD general coun-
sel to make sure everything was legal
and to make sure the DOD comptroller
was very comfortable with the use of
appropriated funds. By showing them
the accounting procedures we would use
in the NAF world to track these funds,
we were able to satisfy all their con-
cerns,” said Pazzano, who was jubilant
with the news of the signing.

NAF personnel and civilian personnel
officials also played a role, addressing
concerns that GS employees not be sub-
ject to a wholesale reduction in force
and replaced with NAF employees.

“That concern was built in with the
rule that you can’t convert an encum-
bered APF space to NAF,” said Pazzano.

But what about the FY 98 budget
cycle? Next year’s budgets have already
been submitted. “We will issue Army
policy and procedures, and it will re-
quire NAFIs to revise their budgets and
make some realignments,” admitted
Pazzano. “We don’t anticipate any in-
crease in APF through this, but what we
do anticipate is that the NAFI will be
able to respond and provide things
quicker. Commanders will regain the
flexibility they need to get better mile-
age out of the APF we do get.”

Other provisions of the DOD memo-
randum state the need to comply with
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Section 1301 of Title 31, United States
Code, which mandates that funds will
only be used for the purposes for which
they are appropriated.

Reports required

Budgets and budget execution must
be reported in accordance with DOD
Instruction 7000.14-R (DOD Financial
Management Regulation) and DODI
7000.12 (Financial Management of
Morale, Welfare and Recreation Ac-
tivities).

The USA Practice is not extended
to installations currently participating
in the Congressionally-directed Uni-
fied Resource Demonstration. The
URD will serve as the basis for devel-
oping long term DOD MWR funding
policy. White Sands Missile Range,
N.M., and Fort Campbell, Ky., are the
two Army installations of the six DOD
installations in the URD.

“Whether we can implement USA
on Oct. 1 depends on how quickly we
get the guidance out and how quickly
the NAFIs can adjust their budgets and
put their agreements in place,”
Pazzano concluded.

[FM, P. Pazzano, 221-0860]

Back to School continued from page 1

improving education. Although the ef-
fort extends through October, the “offi-
cial” observance is Sep. 8 - 13, according
to Susan Conklin, CFSC’s new education
liaison officier. She is working to get the
word out about the program.

She says America Goes Back to
School emphasizes

the necessity for
family involvement
in education. “It
promotes children’s
learning through
the development of
family-school-com-
munity partner-
ships. During this

The Army encourages

units and commands ~ Week we are chal-

to support school lenged to participate

activities. in an event at a school
— Susan Conklin i support of the pro-

gram,” says Conklin.

But how does this relate to Army
MWR?

Brian Gormley, CFSC Director of
Human Resources, explains; “Our mili-
tary force is increasingly married, has
children, and education issues are very

important to families. This is an ideal
mission for CFSC to have on its door-
step at this time.”

School partnering activities are part
of the larger picture, Gormley notes.
“It helps us because we are attempting
to deal with many child and youth pro-
grams in family support as a con-
tinuum. People don’t suddenly change
when they reach a certain age; their
growth is something that occurs
throughout their years. ”

Soldiers already support schools

Partnering with education is not a
new idea for the Army. Many com-
mands are already involved with local
schools through adopt-a-school pro-
grams. Fort Hood, Texas is engaged in
a cooperative effort with seven local
schools. Programs include adopt-a-
school, drug abuse resistance educa-
tion (DARE), alternative teacher certi-
fication, mentoring and tutoring, and
computers to schools.

Soldiers at Fort Riley, Kan., devel-
oped “KIDS 2000,” a program to men-
tor students. At Fort Bliss, Texas, mili-
tary and civilian personnel participat-
ing in partnership programs provided
23 schools with mentoring, tutoring,
role-modeling, and Big Brother/Big
Sister programs. At five schools, they
installed and maintained playground
equipment.

Use all resources available

And at Worms Elementary School
(Germany), parents took charge of tours
of historic Worms to acquaint students
with the city. These are clearly examples
of organized efforts, and according to
Conklin, the Army is encouraging units
and commands to support activities such
as recruiting and organizing tutors, spon-
soring career days, and planning events
that connect high school students with
colleges.

What can individuals do? Conklin
says, “Spend time reading to a child.
Mentor a child. Volunteer your time to
assist teachers. Just use your own talents
and resources to get involved.”

“It’s up to those who are responsible
for running military communities to
make sure that all of the resources that
are available work together to assist in
the entire community effort to support
the family and family members,”
Gormley said.

[HR, S. Conklin, 221-0306; for information about
improving local schools, call (800)USA-LEARN]




Europe All Services
MWR Expo to Offer
Classes, Exhibits

Team MWR is the theme for this year’s
European All Services MWR Expo sched-
uled for Oct. 19-23 in Heidelberg, Ger-
many.

Sample titles of planned educational
sessions include High Risk Adventure,
Stateside Theme Restaurant Update, Fam-
ily Fun — The State of Outdoor Adven-
ture, Designing Effective Promotions,
Maximizing Sponsorship Revenues, U.S.
Army Sports Update, Marketing Through
the Internet, Creative Event Planning and
Execution, and more.

There will be classes on using the
World Wide Web and MWR
automation such as Rec-
Trac!, FoodTrac,
Catermate, and
GolfTrac!

Or-

ganizers will

offer continuing

education units for se-
lected sessions.

Speaker Eileen McDargh, author
of How to Work for a Living and Still be
Free to Live, will inspire and motivate
Expo attendees. Industry leaders like
“Coach” Don Smith, author and winner of
the 1994 National Restaurant Associa-
tion’s “Diplomat” award, will share their
insights and expertise throughout the
week.

More than 150 companies are expected
to participate in the three-day vendor ex-
hibit. Representatives from the General
Services Administration and The Air
Force NAF Purchasing Office will be on
hand to help make onsite purchasing
hassle-free.

A special exhibit will showcase the
Army’s MWR mission to Operation Joint
Guard, and Ann Bergstrom, U.S. Army
Europe’s “downrange” coordinator, will
present a special workshop, “Downrange
— Like It 1s.”

To register for the MWR Expo, contact
the 26th Area Support Group marketing
office. Within the European Theater, inter-
ested individuals should inquire at their
MWR or military personnel offices (S-1).
26th ASG Marketing Office. Email: andersor@
heidelberg-emhll.army.mil. Tel: 011-49-6221-17-
9867/7889/8068. Fax: 011-49-(0)6221-163482]

Hot Off The Wire ...

CFSC Opts Out of Joint Leisure Services Training. A “heads up” an-
nouncement on page 10 of the June Feedback advised Army ITR managers
that the Army would participate in the 1998 Joint Services Leisure Travel
Policy and Management Training. Since then, Official announced that
CFSC has canceled participation in the March 1998 event. The change is a
result of budget constraints and a re-evaluation of how training for MWR
employees will be managed and funded in the future. [BP, Dan Yount,
221-1650]

Location of MWR Executive Committee Meeting Changes. The site of
the Oct. 5-7 MWR Executive Committee meeting has been changed from
Fort Belvoir, Va., to Aberdeen Proving Ground, Md. The agenda includes
a demonstration of MWR management information systems software;
APG is a model site where committee members will have the opportunity
to observe MIS in a working environment. [SP, J. Capella-Weinard, 221-
9296]

FAP Managers Attend Victim Advocacy Training. Army Family Advo-
cacy program managers will participate in training Aug. 26-28 to learn
how to set up and manage a victim advocacy program for victims of do-
mestic violence. The training is conducted by Cornell University, Ithaca,
N.Y. The Army intends to establish VAPs at selected locations to provide
support and advocacy using the services of a paid coordinator and a corps
of volunteer victim advocates. VAPs address victim safety issues, provide
emotional support, inform victims about resources and their rights within
the Army and civilian communities. [SF, D. Johnson, 221-2711]

MWR Home Page Recognized by Military City Online. The Army’s
MWR home page was featured on July 23 as the “website of the day” by
Army Times Publishing Company. The announcement came from Howard
Tripp, online content developer for Military City Online, a joint effort of
the Gannett-owned publisher and America Online. Criteria for selection
include site design, content layout, and evidence of an informative, attrac-
tive, military-oriented site. [MCO: www.militarycity.com]

Army Ten-Miler Set; Registrations Now Being Accepted. Registration
is under way for the 13th annual Army Ten-Miler, scheduled for Sunday,
Oct. 12, in the Military District of Washington. The fee is $20 for entries
postmarked by Sep. 26. After Sep. 26, the entry fee is $25. Runners may
enter by sending completed, signed entry forms with fees to Army Ten-
Miler, Fort Leslie J. McNair, 103rd Street, Bldg. 48, Rm. 101, Washing-
ton, D.C. 20319. Make checks or money orders payable to the Army Ten-
Miler. Further information and registration forms are available on the
MDW home page: www.mdw.army.mil.[MDW, Army Ten-Miler office,
(202) 685-3361]

U.S. Army South Headquarters Relocates to Puerto Rico. Army Secre-
tary Togo D. West Jr. announced his decision to relocate USARSO from
Fort Clayton, Panama, to Fort Buchanan, Puerto Rico, beginning in 1998.
The move will include more than 800 soldiers and civilians and is expected
to create more than 250 new civilian jobs. The move is in accordance with
the 1977 Panama Canal Treaty which mandates the departure of all U.S.
military forces from Panama by Dec. 31, 1999 [Army News Service]

DA Circular 608-97-1 is Signed and Official. Secretary of the Army
Togo D. West Jr. signed the Better Opportunities for Single Soldiers cir-
cular in June, reports Coleen Amstein, BOSS program manager at CFSC.
The new publication is scheduled for release in August. The circular will
be tested for two years, then, if necessary, will be revised and the changes
incorporated into a permanent regulation. [SR, C. Amstein, 221-2829]
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Fort Huachuca Issues
MWR Patron Cards to
Civilian Employees

By Carolyn Murray

In May, the Fort Huachuca Director-
ate of Human Resources offered a new
photo identification card, the MWR Pa-
tron Card, to authorized civilian users
and their families.

The free card was issued only to eli-
gible civilian personnel. There are more
than 4,000 civilian employees at the Ari-
zona post who are eligible for the new
card. For card holders, the 1D works just
like the military ID card for accessing
MWR programs, activities, and services.

Daniel Valle, director of Human Re-
sources, explained the objective of issu-
ing this new photo ID to Fort Huachuca
civilians. “Military personnel and their
family members are issued ID cards. The
ID cards are used to access all MWR
activities as part of their benefits. There
are other personnel who are also autho-
rized MWR patrons — DOD civilians,
NAF employees, AAFES employees,
DOD contractors, to name a few. These
cards will make it easy for all to use our
MWR facilities and programs.”

Asked what effect the card would
have on services now offered to active
duty and retired military and their fami-
lies, Valle responded. “The effect can
only be positive. With declining appro-
priated funds, we have to rely more and
more on nonappropriated funds to subsi-
dize our MWR programs to maintain an
acceptable quality of life.

“If we increase our patron base and
more people use our MWR programs
and facilities, everyone wins,” explained
Valle. “We not only generate more dol-
lars to maintain current programs, but
we also generate the capital to develop
new programs.”

Another objective the patron card ac-
complishes is “promoting the team con-
cept of [military and civilians] working
together and recreating,” Valle added.

The new photo ID card was issued in
May. To receive one, civilians registered
at the MWR rental center by filling out a
form, presenting identification with their
Social Security number on it, and show-
ing proof of on-post employment. As of
Jul. 25, MWR staff issued 1,526 cards.

As an added incentive, those who
registered early received a family dis-
count card valid from Jun. 1 to Sep. 30
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for 25 percent off a one-time purchase at
16 selected MWR facilities.

To reach potential customers who
haven’t yet picked up their cards, mar-
keting officials said they will take the
cards out to where the patrons work and
shop.

[Reprinted from the Huachuca Scout. Carolyn
Murray is a marketing assistant in Fort
Huachuca’s MWR Marketing Services Division.
POC: Daniel Valle, 821-3107]

DOD Website Policy is
Accessible Online

DOD web policy and the policy up-
date are now available online.

The Offices of the Assistant Secretar-
ies of Defense for Public Affairs and for
Command, Communications and Intelli-
gence recently completed an update to
the policy for establishing and maintain-
ing a publicly accessible DOD website.
The policy, currently in effect, applies to
the Office of the Secretary of Defense,
the military departments, the chairman
of the joints chiefs of staff, the combat-
ant commands, the defense agencies,
and DOD field activities. All of these
organizations are responsible for abiding
by the DOD policy.

The policy document is available
online at www.dtic.mil/defenselink/
about.html under the title “New DOD
Web Policy,” along with links to the
various service policies. The DOD
policy is the result of extensive coordi-
nation with all the military services and
other representatives to the DOD Tech-
nology Working Group, chaired by
DOD public affairs. The OSD general
counsel also helped write the document.

MWR is prohibited from selling
commercial advertising on appropriated
fund-purchased electronic media. This
includes government computer servers
hosting websites. An installation MWR
marketing division desiring to sell ad-
vertising on its website must locate and
pay a commercial, non-government
server with NAF to host its home page.

The DOD policy reinforces previous
guidance that MWR websites may so-
licit for and display paid commercial
advertising regardless of the source of
the medium as long as time, space, and
other related expenses are paid for with
NAF.

[OSD Public Affairs, DefenseLINK Webmaster,
227-3532; jknotts@pagate.pa.osd.mil . CFSC
POC: Del Terry, 221-5878; terryd@hoffman-
cfsc.army.mil]

Plan Ahead to Save on
Taxes and Increase NAF
401(k) Earnings

A little advance planning can go a long
way toward helping to use your Army
NAF 401(k) savings plan to save money
on federal (and most state) income taxes
while also increasing your account balance
for retirement.

To do this, bear these two consider-
ations in mind: compliance with the Inter-
nal Revenue Service annual limits on em-
ployee contributions and timing of depos-
its to ensure that the IRS limit is not
reached before the end of the “pay year.”

The NAF pay year is set by the timing
of the biweekly pay cycle at NAF Finan-
cial Service’s central payroll office in
Texarkana, Texas. Every NAF employee’s
pay is processed on cycle A, cycle R, or
cycle E. Employees can determine their
pay cycle by looking at the 1996 W-2
earnings statement or by asking their NAF
civilian personnel officer.

The last pay period in pay year 1997
for employees on cycle A or E ends on
Dec. 17 (the paycheck will be received on
Dec. 30). For employees on cycle R, the
last pay period ends on Dec. 10 (the pay-
check will be received on Dec. 23).

Once employees know the date of their
last pay period in 1997, they should allo-
cate their remaining allowable contribu-
tions over all remaining pay periods.
Spreading the contributions over the re-
maining pay periods guarantees matching
employer contributions on all employee
contributions.

The Army NAF 401(k) savings plan
allows employees to change their contribu-
tion percentage every pay period. Appro-
priate forms are available in NAF civilian
personnel offices.

[CFSC-HRB, C. Sandlin, 221-9730]

Rec Training in October

Army Recreation Leadership training is
scheduled for Oct. 28 in conjunction with
the Armed Forces Recreation Society Pro-
fessional Training Institute (Oct. 29) and
the National Recreation and Park Associa-
tion annual congress (Oct. 29- Nov. 2) in
Salt Lake City, Utah.

Professional training for recreation and
community center directors will be held
Oct. 27. CFSC will fund attendees selected
from nominations. Details appeared in an
undated CFSC memorandum sent to major
Army commands in August and on the
MWR home page.

[SR, T. Melonson, 328-0195]
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Teens Get Their Wish: Summer Jobs Working at CFSC

Story and photos by Harriet Rice

“We want jobs. We want to work.”
This mantra echoes down the halls every
year as thousands of teenagers explode out
of schoolhouse doors, energized for the
summer.

“We hear you, and we practice what we
preach,” CFSC Commander Brig. Gen.
Evan R. Gaddis told 10 summer hires who
reported to work at CFSC. The eight high
schoolers and two college students gath-

Jason Brown
Business Programs

ered in the CFSC conference room Jul. 10
for their welcome inbrief.

Bob Becker, chief of personnel and
manpower in CFSC’s Management Sup-
port Directorate, set up CFSC’s summer
hire program, advertising locally for appli-
cants. “We haven’t had a summer hire pro-
gram in several years, so we’re starting out
small,” said Becker.

Several of the youngsters heard about
the program from their parents who work
at CFSC. Vicki Brown heads up the Army
Family Team Building program in the Sol-
dier and Family Support Directorate. She
thought her son, Jason, could learn a great
deal by working at CFSC, so she had him
fill out an application.

Jason was accepted and placed in the
Business Programs Directorate. It is his
first full time job.

“The truth behind it is...I’ve been a
single parent for a long time. When | come
home [from work] the children always say
‘Mom, what’s for dinner? What are we
going to do next?’ By [Jason] working a
40-hour work week, this child has a new
appreciation for me as a working mother.

When he comes home, he is exhausted;
dinner is absolutely the last thing on his
mind,” said Brown, with a smile.

Meanwhile, in Business Programs,
Shirley Kappa was delighted with
Brown’s productivity in just two days.
“Last week I gave him probably 20
pounds of grand opening materials from
the various themed concept restaurants
we’ve opened so far, that | never had time
to go through and file.

“He made separate notebooks for each
concept, going through trade magazines
for articles to clip, sorting photographs,
and organizing everything,” said Kappa.
“l nabbed him the second day on the job!’
Her evaluation of Brown’s work so far:
“Terrific!”

Brown, 16, a student at Potomac High
School in northern Virginia, admitted he
had no idea what to expect when he came
to work at CFSC, but he said he was en-
joying himself. “They have me working
on the computer; I’m learning Excel and
PowerPoint and about the [themed restau-
rant] concepts. I’m learning about the
Army. | didn’t know what kind of stuff my
Mom did when she came to work. ”

I've learned, in one week, more
about computers than | ever
have in my entire life!

— Gaiya Sims, Marketing

University of Maryland student Leah
Holmes was put in charge of conducting a
telephone survey in the Commercial Spon-
sorship and Advertising Office. Holmes,
whose major is advertising and promotion,
heard about the work opportunity from a
friend who works in the Hoffman Center
where CFSC is located.

A native of Washington, D.C., Holmes
said it was her first experience working
with the military and she found some sur-
prises. “I didn’t know [the Army] put on
concerts and raised money,” she said. Her
task was to randomly select 20 soldiers
from those who filled out telephone survey

Leah Holmes
Commercial Sponsorship

cards during the Miller Lite Dog Days of
Summer Doobie Brothers Concert at Fort
Huachuca, Ariz., call them, and ask them
questions about their satisfaction with the
event. Her expectation from the summer
job is “to learn as much as | can about
advertising and promotion.”

Another college student, Gaiya
Sims, is also working in a CFSC divi-
sion related to her studies: marketing.
Sims attends Virginia Tech where she
is double-majoring in communications
and English. Sims said she expects to
add to her computer skills, learn about
the business world and observe how
people work together.

“I’ve learned, in one week, more
about computers than | ever have in
my entire lifel” said Sims. “I never
really understood the whole “surfing
the net’ thing, and the different com-
puter programs.”

CFSC’s summer hire program runs
from Jul. 7 through Sep. 30, although
most youngsters return to school well
before then. When these 10 young adults
return to school, they will have acquired
valuable work experience, learned some-
thing about how the Army supports sol-
diers and families, and, like Jason
Brown, just maybe they’ll have gained
some new insight and appreciation for
what it is their parents do during those
eight to 16 hours a day they spend at a
place called “work.”
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Newly-Placed NAF Trainees Infuse Fresh Energy into MWR

CFSC offers advice and helps fund the cost of the initial permanent change of station up to $5,000

Thanks to the nonappropriated fund
management trainee program, the Army
has a mechanism to infuse fresh energy,
new ideas, and creative talent into the
MWR workforce. Recruiting staff in
CFSC’sHuman Resource Directorate seek
out and select college graduates with de-
grees related to MWR pro-
grams, place them at instal-
lations for intensive on-the-
job training, and prepare
themforacareer with Army
MWR.

Jerry Haag, Human Re-
sources program analyst,
manages the trainee pro-
gram. Says Haag, “The
placement of NAF manage-
ment trainees into the per-
manent MWR workforce is
the true measure of success
of this program.”

As NAF management
trainees approach completion of their
OJT, they are placed on NF-4 position
vacancy lists (for which they qualify)
issued by the Army MWR Staffing Of-
fice which administers the referral pro-
gram. To be eligible for these positions,

success.

Permanently placing NAF
management trainees in the
workforce is the true test of

— Jerry Haag

trainees must have spent at least one
year at the NF-3 level. Although trainees
may enter the referral program at the
one-year employment point, they will
not be permitted to accept permanent
positions until they have completed the
OJT program (including professional
development), and their
trainers verify the comple-
tion.

While they await perma-
nent placement, trainees
stay at their assigned train-
ing sites to gain more expe-
rience. They are referred
for placement for up to 24
months from their date of
entry into the program or
for six months following
completion of their OJT,
whichever comes later. If,
at the end of this period, a
trainee has not been perma-
nently placed into the MWR workforce
through central referral, major Army
commands are contacted for assistance
in placement.

Trainees are not permitted to refuse
reasonable job offers which meet grade

and salary requirements. They sign mobil-
ity agreements when they enter the pro-
gram and they understand placement op-
portunities mean they may have to move.

To make sure the needs of the Army
are fully considered in evaluating com-
peting job offers (situations where mul-
tiple referral lists result in more than one
offer extended to a trainee), the CFSC
program staff offers management advice
to help the trainee make a decision.

To assist installations in placing a
management trainee in a permanent po-
sition, CFSC will fund up to $5000 of
the cost of the initial PCS to the hiring
location per trainee. Amounts exceeding
this limit are the responsibility of the
hiring installation or activity.

Since fiscal year 1994, 37 trainees
have been hired under the program.
Fourteen trainees are currently in OJT;
four of them are ready to enter the cen-
tral referral process (two in outdoor rec-
reation and two in marketing). Over the
last three years, 15 trainees completed
the program and were placed through the
referral system. Only four trainees re-
signed prior to permanent placement,
reported Haag.

[CFSC-HRC, J. Haag, 221-9703]

John Hancock Closes Out: Note New Addresses for Filing Insurance Claims

Since October 1972, underwriting and
claims processing services for NAF em-
ployee medical and dental insurance
plans were provided by the John
Hancock Mutual Life Insurance Com-
pany. Hancock’s board of directors made
a decision to sell its group medical, den-
tal, and life insurance business to
Unicare, Inc. of California, a subsidiary
of Blue Cross/Blue Shield.

On Jun. 27, the Hancock Mid-Atlantic
Claims office in Pennsylvania closed.
This office has processed medical and
dental insurance claims for the Army
NAF Group Insurance Plan since 1983.
On Jun. 30, claims processing resumed
at Unicare’s Claims Office in Greens-
boro, N.C.

New addresses for claims are:

Medical claims: Unicare Medical
Claims, P.O. Box 26079, Greensboro,
N.C. 27420-6079

Dental claims: Unicare Dental
Claims, P.O. Box 26082, Greenshoro,
N.C. 27420-6082
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Vision claims: Unicare Medical
Claims, P.O.Box 26079, Greensboro,
N.C.

The customer service and utilization
review telephone numbers have not
changed. For calls originating in the 50
United States, the District of Columbia,
and the Commonwealth of Puerto Rico,
the toll-free telephone number remains
800-633-ARMY.

Toll-free numbers are also available
for overseas locations:

Germany, 0130-81-6786

Italy, 1678-78-171

Japan, 0031-11-3335

Korea, 007-811-963-0820.

Claimants should use the new claims
office mailing addresses identified
above; however, claims sent to the West
Chester, Pa., office will be forwarded to
Greensboro, N.C. through September.
Claims already in process or in the mail
to Pennsylvania and not yet processed
will be express-mailed by Unicare to

North Carolina for processing. There is
no need to resubmit claims.

[HR-B, Employee Benefits office, 221-9730. NAF
Civilian Personnel Office, 221-6124.]

Escape Your Comfort Zones

Develop the state of mind it takes to be
a winner by deliberately setting aside daily
routines and shaking yourself from a rut.

Give television a sabbatical, take a
different route to work, sample a new
restaurant. Strive to make one new
friend every month.

Most of all avoid becoming a victim
of your moods. Instead, become aware
of emotional peaks and valleys, identify
what makes you happy or sad.

— Denis Waitley, The New Dynamic
of Winning, William Morrow & Company.




Financial Management [

Field NAFIs Exceeding
Outyear Financial
Standards this Year

Despite downsizing, deployments,
and base realignments, installations have
risen to the challenge of meeting in-
creasingly tough financial standards es-
tablished by the MWR Board of Direc-
tors.

Operating results continue to improve
and the MWR community is ahead of
schedule in meeting the net income be-
fore depreciation standard.

Total nonappropriated fund revenues
through mid-year (Oct 1. - Apr. 30) in-
creased $11.1 million over the same pe-

riod last year. NIBD was $35.7 million
or 8.9 percent of revenue, up $8 million
compared to the same period in FY 96,
exceeding the BOD’s FY 97 standard of
seven percent of revenue.

If this level of income is sustained
throughout the fiscal year, NIBD will
also exceed the FY 98 standard (7 per-

cent) and the FY 99 standard of eight
percent. Installations achieved these re-
sults in spite of the increase in the Capi-
tal Reinvestment Assessment from two
percent in FY 96 to three percent in FY
97. (The CRA was implemented in re-
sponse to a Congressional mandate to
centralize cash management for Army-
wide reinvestment.)

[FM, P. Pazzano, 221-0860]

Fiscal | Net income before NIBD as a percentage of
Year | depreciation (NIBD) total revenue

96 | $27.7 Million 7 percent

97 | $35.7 Million 8.9 percent

Citibank Awarded
Second 5-year Contract
to Move NAF Cash

The Army Banking and Investment
Fund is a pooled cash management and
investment service supporting more than
400 Department of the Army and De-
partment of Defense nonappropriated
fund instrumentalities worldwide. The
ABIF is managed by a staff of five pro-
fessionals in the Banking and Invest-
ment Branch of the CFSC’s Financial
Management Directorate.

Cash generated from local NAF activi-
ties is concentrated into the ABIF by elec-
tronically transferring monies from the
local installation banking facility. Once
received in the ABIF, the money is in-
vested, providing interest income each
month to MWR programs. In fiscal year
1996, total investments yielded $17 mil-
lion. Each installation NAFI has a separate
account with the ABIF, and local financial
management staff have access to funds to
pay the bills by writing checks as needed.

Financial transactions for participants
in the program are conducted by a major
bank under a contract administered by
the ABIF staff. Every five years, this
cash management contract expires and
must be re-solicited and awarded anew.
For the past five years, Citibank was the
contractor. On Jun. 30, 1997, the cash
management contract was awarded to
Citibank for a second five-year term.

“This is the first time in history the
contract was awarded consecutively to
the same bank,” noted Judy Perso, chief
of the Banking and Investment Branch.
“In the past, we’ve changed banks each
time the contract was up.”

Some services will be streamlined
under the new contract, but for the next
several years ABIF customers will not
see any major changes in the way their
NAF cash is managed.

In the near future, the Army Banking
and Investment Office staff will explore
ways to improve the system for making
local cash deposits. For example, new
interstate banking legislation may soon
make it possible for the ABIF to contract
with regional banks operating across
several states. NAFIs within the region
would be able to make deposits directly
into their ABIF accounts, rather than
maintaining individual accounts with
local banks from which deposits are
made into the ABIF.

[FM, Banking and Investment Office, 221-8780]

55 Projects Worth
$211M in Design or
Under Construction

The nonappropriated fund major con-
struction program is rolling along with
55 active projects totaling $211.6 mil-
lion in various phases of design and/or
construction.

That’s the report from Jerry Thomp-
son who heads up CFSC’s NAF Con-
struction Directorate and oversees the
Army’s MWR construction program.

Twelve of those projects are sched-
uled for completion in the current fiscal
year. A sampling of projects includes:

Guest house, Fort Buchanan, Puerto
Rico, $6.6M

Golf Club House, Fort Bragg, N.C.,
$1.7M

Reggies’ Beverage Company, Fort
Irwin, Calif. (in design stage)

Community Center, Fort Monroe,
Va., $3.6M

RV Park (50 pads), Fort Huachuca,
Ariz., $1.2M (completed)

Community Activity Center, Camp
Humphreys, Korea, $7.5M

Guest house expansion, Camp Ederle,
Vicenza, Italy, $5.5M

In addition to supporting many of the
NAFMC projects, CFSC is providing
capital purchase/minor construction inte-
rior and food service design support for
54 active Army and Marine Corps
projects on installations worldwide, re-
ports Thompson.

The NAF Contracting staff also
played a part in construction support by
procuring packages for CPMC projects
such as the seven swimming pools with
enclosure Kits to be installed at Eighth
U.S. Army, Korea installations.

[CO, V. Scott, 328-0809]
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Public Private Ventures Will Open New Doors for MWR

A commercial business partner could mean quicker response to customers

By Michael Rhodes

Need to offer a new MWR program
that your customers want? Going to have
to put it off a few years until there are
more funds? How about finding a part-
ner to help? If it’s a good business op-
portunity, maybe an outside partner
could fund it, run it, and give you a per-
centage of the profits for the installation
MWR fund.

That’s what partnerships are all
about: each side has something to offer.
Installations have access to real estate
and the military market; the private sec-
tor has program expertise and capital to
invest.

CFSC serves as a central broker

Because demands on limited NAF
construction funds and emphasis on
quality programs, services, and facilities
are challenging installation command-
ers’ ability to provide all their MWR
programs in-house, CFSC established
the Asset Management/Privatization of-
fice in late 1995. The objective: to help
set up mutually beneficial MWR part-
nerships by pursuing public-private ven-
ture partnerships on behalf of Army in-
stallations desiring them.

By partnering, the installation avoids
using its own funds, uses private indus-
try expertise, and speeds up the process
of starting new programs. The partner-
ship is between the installation and a
commercial operator; CFSC serves as a
central broker, providing technical
know-how to facilitate the partnership.

Carson car wash is the first PPV

Currently, the AM/P staff is pursuing
22 PPV opportunities in the continental
United States. (Overseas commands
must have their legal staff review
whether PPVs would work within local
laws and Status of Forces limitations.)
As with any new, complex initiative,
there were glitches during the start-up of
the PPV program. This caused delays of
six to eight months for projects while
CFSC ironed out details with the Army
Secretariat and staff. Now that the proce-
dures have been refined, installations
and CFSC are continuing their work.

The first partnership project is a car
wash at Fort Carson, Colo. Other ven-
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tures include guesthouses, family enter-
tainment centers, pet kennels, mini-stor-
age facilities, water parks, marinas,
bowling centers, and golf courses.

All PPV partnerships start with the
installation — the proposed partner. In-
stallations routinely identify needs for
new or improved programs or services
through needs assessments and market-
ing studies. If local officials determine a
PPV is the best way to meet those needs,
they submit a PPV request through their
major Army command.

AAFES concurrence required

The PPV request must contain:
*A summary of the project, why the ser-
vice or facility is needed, and how the
demand is supported.
eL_etters of local civilian community
support.
*A report of availability to lease the real
estate to a developer. The ROA is pre-
pared by the local department of public
works.

The 10 Steps to PPV

The ten steps employed by the
AM/P office are:

1. Receive completed installation
PPV request thru the MACOM.

2. Obtain approval from the
Assistant Secretary of the Army
(Manpower and Reserve Affairs)
to test the project for commercial
viability through responses to the
draft request for proposal.

3. Develop and issue the draft
request for proposal.

4. Determine commercial vi-
ability.

5. Obtain approval from
ASA(M&RA) to issue the final RFP.

6. Develop and issue the final
RFP.

7. Evaluate developer propos-
als and issue conditional award.

8. Negotiate final business
plan.

9. Notify ASA(M&RA), OSD,
and Congress of intent to award
the PPV contract.

10. Award the PPV contract.

*Additional specific information on the
project or site. (For example, Army and
Air Force Exchange Service concurrence
is required when AAFES generally of-
fers the program or service.)

In the PPV process, the developer
receives a long-term lease and finances,
builds, and operates the business. CFSC
negotiates a fair percentage of the gross
revenues for the installation partner.

Installation has final say

All PPV partnerships are solicited
competitively. Interested developer-op-
erators’ proposals are evaluated based
on pre-set criteria such as past success
developing similar operations, ability to
obtain financing, and experience in the
industry. The installation is involved
throughout the development process and
has final say on the products and facili-
ties provided.

Some of the benefits of PPVs:
*Faster response to customer demand
and quicker implementation of programs
compared to traditional methods ham-
pered by funding constraints and long
lead times.
eImproved quality of life
eIncreased revenue to sustain existing
MWR programs
*Cost avoidance of construction and
maintenance.

*Access to cutting-edge industry exper-
tise and technology

But PPV partnerships are not for ev-
eryone. There must be strong demand
and commitment in addition to the
installation’s stated need. The partner
must be able to cover operating costs
such as financing, utilities, and taxes
and still generate enough income to en-
sure profits for itself and the IMWRF.

With this initiative, doors are opening
for commanders and MWR leaders look-
ing to alternatives for continued quality
of life support of America’s Army into
the next century.

[AM/P, M. Rhodes, 221-0058]

Next to knowing when to seize an op-
portunity, the most important thing in
life is to know when to forego an advan-
tage.

— Benjamin Disraeli, statesman




Fresh Approach Puts Automation Project
on Track; Two Demo Sites Established

By Rick Dey

The Morale, Welfare, and Recreation
Management Information System project
is moving forward with fresh ideas and
new partners.

The MWR MIS project was approved
by the MWR Board of Directors in
1994. The MIS project is the fielding of
and training in specific MWR computer
software applications that allow activity-
level staff to enter daily operational data,
generate financial and other reports, and
eliminate time-consuming manual data
entry and calculations.

From the reports, program managers
get the data they need to make business-
based decisions to improve their pro-
grams, lower overhead, attract more cus-
tomers, and generate more income.

The 10 MIS applications

There are 10 software applications
that make up MIS:

1. Time Labor Management System
(TLMS): paperless timecard reporting,
employee scheduling and tracking, gener-
ates multiple labor management reports.

2. Financial Management Budget Sys-
tem (FMBS): automated budget system.

3. Golftrac!: golf course manage-
ment, pro shop point-of-sale program,
tracks usage, sales, inventory, cost of
goods sold, and generates daily activity
reports, cash journals and other financial
reporting documents.

4. Rectrac!: similar outputs as
Golftrac, designed for youth activities,
outdoor recreation, bowling, arts and
crafts, automotive skills, and informa-
tion, ticketing and registration.

5. Foodtrak: detailed food inventory
management system (including bar), point-
of-sale and Prime Vendor interface, gener-
ates automated re-orders when inventory
reaches a predesignated level.

6. Standard Management Informa-
tion Reports for Finance (SMIRF): au-
tomated activity income statements.

7. Catermate: automated booking of
parties/catered events, generates reports
on catering sales, net sales, labor, inven-
tory, and automates billing.

8. Integrated NAF Financial Oper-
ating Resource Management (IN-
FORM): interfaces with all the other
software to provide activity manager
with daily operating reports.

9. Standard NAF Automated Con-
tracting System (SNACS): paperless
purchase orders and blanket purchase
agreements that feed directly into the
NAF accounting system.

10. Child Development Service Au-
tomated Management System
(CDSAMS): used in child care; tracks
usage and fees, prints annual reports.

Purchasing hardware, contracting for
software installation, training staff, and

MIS Fielding Status

managing the change to automation at
all Army installations and major Army
commands continues to be a challenge.
This huge Army-wide undertaking in-
volves CFSC and installation computer
support staff working together with
front-line employees. Each installation
brings to the table unique needs and re-
quirements.

The CFSC Information Management
Directorate staff took a fresh look at new
ways to help the MWR community
make the transition to MIS automation.
More activity and operational level staff
will have input earlier in the process.
CFSC Training Center staff are consid-
ering new ideas on how to institutional-
ize MIS in the management curriculum.

Aberdeen, Sill as Showcases

Vermont Systems, Inc., the company
that developed Rectrac! and Golftrac!,
will conduct advanced training at instal-
lations that have finished implementing
those applications. In addition, VSI is
providing new ideas on how to imple-
ment automation and feedback on ways
to improve the initial training.

In another initiative, CFSC established
two MWR MIS “showcase installations”:
Aberdeen Proving Ground, Md., and Fort
Sill, Okla. Working with local information
service officers, program proponents, and
employees, IM staff will have all 10 appli-
cations operating in 18 activities at APG.
Both sites will also receive the new Army
Lodging Property Management System
and the Club Point-of Sale system.

Fort Sill is similar in size and opera-
tion to APG. Their MWR staff has been
testing the electronic daily activity report
from Rectrac and INFORM. The key to
Fort Sill’s successful implementation,
according to Paul Burk, information ser-
vices officer, is intensive one-on-one
interaction and training with both man-
agers and front-line users — everyone in
the facility. Burk, whose background is
in accounting and who served as MWR
NAF payroll officer, also credits MIS
success to his extensive subject matter
expertise both in NAF accounting and
MWR programs.

For information about MIS and an-
swers to the most frequently asked ques-
tions about the progam, visit the Army
MWR website (www.armymwr.com) and
click on MIS in the “go to” menu.

The chart at left shows the status of
software fielding at 140 sites around the
Army as of July 30.

[IM, R. Dey, 221-2497. Fort Sill 1SO: P. Burk, 639-
6102/4601]
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Marketing

Survey Says: Enjoying Good Food is a
Crucial Component of Leisure Lifestyle

Data from the Triennial Needs Assessment Leisure Needs Survey shows activi-
ties revolving around eating and food make up five of the top 10 leisure activities
for soldiers, spouses, civilians and retirees Army-wide. Basketball, going to the
beach, walking, eating out and visiting the library top the lists as favorite free-time
activities in team sports, outdoor recreation, and special interest categories. The
LNS was conducted at 71 installations during 1996. The resulting reports include
installation-specific data, major Army command roll-ups and an Army-wide roll-up
which provide a general overview of trends in the MWR marketplace, shown in the

chart.

[MK, A. Hipschen, 221-3647]

Top 10 leisure activities (percentage participating)

Don’t Wait for Snail Mail;
Download Feedback and
Other MWR Publications
from Cyberspace

If you didn’t get a copy of the Army
MWR FY 96 Annual Report or the last
issue of the MWR newsletter Feedback,
not to worry — if you have access to the
internet. Both documents are available
on the Army MWR homepage at http://
WWW.armymwr.com.

The documents are in a program
called Adobe Acrobat, a free reader that
allows you to view or print files exactly
as they appear in hard copy. The Adobe
Acrobat software is downloaded by fol-
lowing the instructions on your screen or
at http://www.adobe.com/prodindex/
acrobat/readstep.html for any Windows
or Macintosh platform with 386 capabil-
ity or higher.

For those unfamiliar with download-
ing files from the web, click on the
armymwr address, then click on News
and Features which brings up Feedback.
(To pull up the Annual Report, click on
that title in the “go to” box on the main
menu.) Choose the option to save to
your computer or to print.

The file sizes are large, and based on
your modem and connection speed, it
may take a few minutes to load into your
computer or printer.

[MK, D. Terry, 221-5878]

Look to Chase’s Calendar
for Innovative Program
Ideas and Resources

Looking for innovative program
ideas? How about the World’s Greatest
Lizard Race? Or a Buffalo Beano Kite
Fly and Frisbee Fling? Want to celebrate
events like National Pizza Month, Inter-
national Guitar Month, or Peanut Butter
Lovers’ Month?

These are just a few of the more than
2,000 listings in Chases’ Annual Events
Calendar. The 750-page guide for spe-
cial event and community programmers
provides resources and ideas for plan-
ning programs around celebrity birth-
days, ethnic heritages, health awareness,
children’s observances, and holidays.

In addition to listing events, at the
back of the soft-cover book there is cal-
endar information regarding religious
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observances, holidays in foreign coun-
tries, a list of presidential proclamations,
the National Education Goals, awards
(Tonys, Oscars, Grammys), and facts
about the states and presidents — great
tools for creating trivia quizzes and other
program elements.

Also available is a 1998 Chase’s
Sports Calendar of Events. Officials at
NTC Contemporary Publishing say more
and more event sponsors list e-mail ad-
dresses and some websites. Future plans
include a subscription to Chase’s on the
internet.

And if you want your installation
event to get national visibility, there are
instructions and a form to have your
event listed. (Coordinate with your local
public affairs office prior to listing your
event!)

The complete version with all events
listed costs $59.95 and includes a CD-
ROM. The Sports Calendar alone costs
$29.95. Prices are subject to change and

there is a quantity discount of 10 percent
if purchasing 3-9 copies; 20 percent for
10 or more copies. Credit cards ac-
cepted.

Chase’s Annual Events

NTC Contemporary Publishing Co.

4255 W. Touhy Ave.

Lincolnwood, IL 60646-1975

Fax: (847)679-2494
[This information is provided as a service and is
not intended as an endorsement. Many post and

public libraries also have the Chases’ Annual
Events Calendar in their reference section.]
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Soldiers and civilians pause to enjoy a cup of piping hot espresso, made to order at one
of three Especially Espresso outlets, the brainchild of a Fort Lewis MWR employee.

10,000 Customers a Month Find
Especially Good Espresso at Fort Lewis

By Belinda A. Baker

The aroma of freshly ground coffee
and sweet pastries fills the air. Soothing
music plays softly in the background,
creating a cozy, relaxing atmosphere.
Someone’s kitchen at breakfast? No, it’s
actually what you’d experience if you
walked into Especially Espresso at Fort
Lewis, Washington.

“There wasn’t anything of this nature
at Fort Lewis prior to Especially
Espresso,” said Marlyce Toop, Espe-
cially Espresso business manager. “I
saw a need and thought it was a sound
concept.” Six months later, in February
1991, for a start-up cost of $21,000,
MWR’s first mobile Especially Espresso
opened for business. It wasn’t long be-
fore two more of the coffee bars opened:
one in August 1992 and another in
March 1995.

Serving up high quality fare of
freshly ground coffee, cafe latte, cafe
mocha and cappucino six days a week,
the three espresso bars have generated
(to date) total revenue of $2,270,000,
netting $316,000 before depreciation.

The popular coffee bars are strategi-
cally located for convenient service, said
Toop. Each outlet is situated in a high-
traffic pedestrian area to insure maxi-
mum patronage.

The espresso bar considered the
“main store” started out as a mobile op-

eration but is now stationary. It is lo-
cated in Fort Lewis’ “downtown,” in the
same building with the bus depot and
the Information, Ticketing, and Regis-
tration office. It’s open for business at
6:30 a.m. for 12 hours on weekdays.

Especially Espresso #2 is on a main
road near a gate soldiers and civilians
use as they enter and exit post. A third
coffee bar operates in the Fort Lewis
David L. Stone Education Center adja-
cent to the facility’s bookstore, captur-
ing student and bookstore traffic from 7
a.m. to 8:30 p.m. weekdays.

The espresso bars are hot spots for
community members on their way to
work, at lunchtime, and on their way
home, said Toop. “The main store
serves an average of 10,000 customers a
month.”

In addition to convenient locations,
prices are slightly lower than outside the
gate. Toop attributes the reasonable
prices to MWR officials’ ability to
maintain a good working and contrac-
tual relationship with local suppliers
Starbucks Coffee and Batdorf Bronson
Roasters.

“Because of the volume of coffee
beans we purchase [from Batdorf
Bronson], we’re given a discount. With
Starbucks, we have a blanket purchase
agreement whereby they provide us with
coffee on order,” explained Toop. An

eight ounce latte costs $1.70; the 12-
ounce size goes for $1.95, and the giant
16-ouncer sells for $2.40.

“People seem very comfortable hav-
ing coffee and visiting with each other.
There’s an atmosphere conducive to
friendly conversation, relaxation, and
conducting business while enjoying the
product,” Toop noted.

Patrons agree. A regular, 1st Lt.
Michael Chorzepa said he rarely misses
a day visiting Especially Espresso. “I
come here five days a week. | think it’s
the only place you can get a good cup of
coffee on post. I’'m from New York, and
it reminds me of places back home,”
said Chorzepa, part of the main store
lunch crowd.

| think it’s the only place on post
you can get a good cup of coffee.
— 1st Lt. Michael Chorzepa

Other customers like the relaxed sur-
roundings. “It has an atmosphere that is
so laid back. I also like the iced
frappuccino, said Chris Neater, a family
member and civilian employee on post.

Toop said such positive response
from satisfied customers is gratifying. It
proves her instincts were right on target
when she presented the concepts to
higher ups seven years ago. Toop admit-
ted her deep-rooted love for good
espresso was also a driving force at the
time. “It’s an addiction,” Toop joked, “I
have a passion for good espresso, and |
used to go to a nearby espresso bar off
post.”

Looking back, Toop said Especially
Espresso has come a long way. There
were some lessons learned after the first
one opened. For example, adequate stor-
age space “is a must. We didn’t realize
we would have such a large amount of
supplies to store,” said Toop.

Another discovery was the impor-
tance of having a well-designed floor
plan so customers could move through
the shop — enter, be served, and exit —
efficiently and smoothly. “People don’t
want to trip over the furniture or other
people,” Toop noted.

One of the positive things she learned
with the first store’s opening is the fact
that today’s military are discriminating
shoppers who want quality products and
good customer service.

[Belinda Baker works in the Fort Lewis MWR
Marketing Division, 357-5200. POC: Marlyce
Toop, (206) 967-7918.]
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